





KUALITI PERKHIDMATAN DAN KEPIJASAN PELANGGAN 
DALAM PERBANKAN ISLAM DI NEGERI KEDAH 
Objektif utama kajian ini adalah untuk mengkaji pengamh kualiti perkhidmatan terhadap 
kepuasan pelanggan dalam perbankan Islam di negeri Kedah. Kajian ini mengunakan 
enam dimensi kualiti perkhidmatan (Othman dan Owen, 2001; Parasuraman et al. 1991) 
dengan menggunakan skala 1 - 5 yang diadaptasikan dengan budaya setempat. Manakala 
pembolehubah kepuasan pelanggan pula menggunakan instrumen yang diadaptasi 
daripada McDougall dan Levesque (1994) dan Othmm dan Owen (2001). Kajian ini 
memilih dua buah bank yang mengamalkan sistem perbadcan Islam iaitu Bank Islam dan 
Bank Muamalat. Sebanyak 200 borang sod selidik; diedarkan, masing-masing 100 
responden bagi Bank Islam dan 100 responden bagi Bank Muamalat, Kajian ini 
menggunakan kaedah persampelan secara selesa (convenience sampling). Data yang 
dikutip telah dianalisis menggunakan program StatMcal Package for Social Science 
(SPSS). Ujian-ujian yang digunakan di dalam kajian ini adalah analisis deskriptif, ujian 
min, ujian-t, analisis varian sehala (ANOVA) dan regpsi berganda. Analisis deskriptif 
menunjukkan skor min kepuasan pelanggan adalah tinggi, begitu juga skor min bagi 
keseluruhan dimensi kualiti perkhidmatan. Pelanggan bank mengutamakan faktor 
kepatuhan, jaminan, ketara, kebolehpercayaan, empati dan responsif. Analisis seterusnya 
mendapati terdapat perbezaan kepuasan pelanggan berdasarkan jantina dan tahap 
pendidikan. Pelanggan lelaki melaporkan mereka lebih berpuas hati terhadap kualiti 
perkhidmatan yang disediakan berbanding dengan pelanggan perempuan. Manakala 
pelanggan yang berpendidikan sekolah menengah lebih berpuas hati diikuti oleh 
universiti/kolej, sekolah rendah dan sekolah agama Analisis regrasi berganda 
menunjukkan M i t i  perkhidmatan menerangkan 61.4 peratus varian dalam kepuasan 
pelanggan. Faktor empati, ketara dan responsif merupakan faktor-faktor yang kritikal 
dalam kepuasan pelanggan. Sementara itu, faktor-fd;tor yang tidak diutamakan oleh 
pelanggan adalah faktor kepatuhan, jaminan dan keboehpercayaan. Kesimpulannya, 
pelanggan berpuas hati terhadap kualiti perkhidmatan yang disediakan oleh perbankan 
Islam. Seharusnya pihak perbankan Islam memberikan perhatian yang khusus dan 
prihatin kepada pelanggan, menonjolkan kemudahan dari segi fizikal, peralatan dan 
penampilan kakitangan serta berkeinginan untuk membantu dan menyediakan 
perkhidmatan yang cepat dan cekap kepada pelanggan. Selain itu, pihak perbankan Islam 
juga disarankan agar meningkatkan kualiti perkhidma.tan supaya dapat memenuhi dan 
mengikuti prinsip ekonomi dan perbankan Islam, memberikan keyakinan kepada 
pelanggan dan berkemampuan untuk menunaikan tanggungjawap sebagaimana yang 




SERVICE QUALITY AND CUSTOMER SATISFACTION 
IN ISLAMIC BANKING IN KEDAH 
The main purpose of the study is to examine the service quality that explains the variance 
in customer satisfaction in the Islamic banking in Keldah. The measurement of service 
quality was modified and adapted from Othman and Owen (2001) and Parasuraman et al. 
(1991) with 1-5 scale adapted with local culture. The instrument consists of six 
dimensions namely compliance, assurance, reliability, tangible, empathy and 
responsiveness. Meanwhile, the measurement of customer satisfaction was adapted from 
Othman and Owen (2001) and McDougall dan Levesque (1994). This study chooses two 
banks that practices Islamic banking; Bank Islam and E3ank Muamalat. 200 questionaires 
were distibuted; 100 questionaires for bank Islam and Bank Muamalat respectively. The 
stratified random sampling technique was used 1.0 select the respondents. The 
questionaires were distributed using sistematic convenient sampling technique. The data 
gathered were analysed using Statistical Package for Social Science (SPSS). The study 
used descriptive analysis, correlation pearson, means,, t-test, ANOVA, and multiple- 
regression tests. The findings showed that the level of customer satisfaction was high, as 
well as the overall service quality. The bank customer emphasize compliance, assurance, 
reliability, tangible, empathy and responsiveness. The result showed that there were 
significant difference in the customer satisfaction base:d on gender and education level. 
The male customer reported that they were more satisfied towards the service quality 
provided, compared to the female counterparts. In terms of education qualification, 
secondary school leavers were more satisfied followed by university/college graduate, 
primary school and Islamic school. Multiple regression analysis indicate that the service 
quality explained 6 1.4% of the variance in the cwtonier satisfaction. There were three 
dimensions of service quality, namely empathy, responisiveness, and tangible considered 
as the critical factor in the customer satisfaction, and the less emphasized factors were 
compliance, assurance and reliability. It can be concluded that the customers were 
satisfied with the service quality provided by the Islamic banking. Special attention 
should be given to the customers by improving the physical facilities, equipment and the 
staff appearance, and giving the fast and effective service to the customers. Besides that, 
the Islamic banks should also improve the service quality to the customer and affordable 
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